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Sales Force Automation (SFA) is becoming more and more a way of life for Salespersons. 
Organizations expect their sales force to use and integrate technology into almost all of their activities. 
Sales technology can support the sales force tremendously and can help to facilitate customer-seller 
interactions, can build stronger relationships, and allows for quick and easy customization of 
information targeted at individual customers. Although the use of SFA improves salespersons 
efficiency, SFA usage is not automatically translated into increased sales performance. The terms 
‘sales force automation’ and ‘sales technology’ represent any information technology applied to a 
sales situation that facilitates, enhances, or enables a sales task. Although there is a growing 
importance and perceived potential of SFA, investments in SFA are worthless unless salespersons 
use the SFA technology, indeed many companies have failed to benefit from SFA initiatives. Failure 
rates of SFA implementations have been reported as 55-80%. 
 
To achieve their tasks salespersons may use SFA technology in different ways. For this study SFA 
usage is grouped into two task-based dimensions, customer relationship and internal coordination. 
The customer relationship dimension relates to the customer and sales job and includes activities 
such as managing sales contacts, planning sales calls and preparation of customer visits. The internal 
coordination dimension consists of tasks such as team selling activities and information management 
and supports within-team and within organization communication. 
 
Early work by Pullig et al. (2002) presents a conceptual model of SFA implementation effectiveness 
and organizational productivity; they suggest that customer orientation, as a shared value among the 
members of the organization, is necessary for an appropriate implementation of SFA. Customer 
orientation is defined here as providing a strong customer focus at an organizational level and within 
the firm itself. Based on an extensive literature review, the role of customer orientation as an 
antecedent of the SFA usage dimensions seems never to have been tested before. The problem 
statement of this research is:  
 
To what extent does customer orientation influence Sales Force Automation Usage and sales 
persons’ performance? 
 
Based on the literature review, a conceptual model was derived. An electronic questionnaire was 
spread out in order to test the formulated hypotheses. The electronic survey was sent to 506 
salespersons working within the Dutch electrical installation industry. 182 useable questionnaires have 
been received in return, representing a response rate of 36%. All data were processed and analysed 
using SPSS and Partial Least Squares. 
This study is the first to demonstrate that customer orientation drives usage of sales force automation 
in two different ways. Results show that customer orientation affects the customer relationship 
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dimension of SFA positively, as well as the internal coordination dimension of SFA, meaning that 
salespersons feel obliged to use SFA, despite how useful or easy the use of SFA is perceived by 
them.  
Customer orientation on an organizational level appears to lead to higher commitment using SFA by 
salespersons. This study demonstrates that customer orientation has a strong relation with perceived 
usefulness indicating that salespersons consider SFA useful in relation to customer orientation. 
Customer orientation has also a strong relation with perceived ease of use. Social interaction among 
the organizational members and the level of available support and user assistance in customer-
oriented organizations are a possible explanation that salespersons encounter the use of SFA free of 
effort. Further, this study supports the common relationship between perceived ease of use and 
perceived usefulness. The easier SFA is to use, the more useful it can be.  
A positive relation was also found between perceived usefulness and the customer relationship 
dimension, which implies that perceived usefulness drives the customer relationship dimension. 
 
Not all the depicted hypotheses however were supported. No impact on salespersons’ performance by 
both usage dimensions of SFA, i.e. customer relationship and internal coordination, could be found. A 
possible explanation for this could be that the supposed benefits as a result of the use of SFA are the 
minimum demands and requirements of the customer. Furthermore the examined target group (i.e. the 
electrical installation industry) in general is a project driven business with a transaction-oriented sales 
approach. It is possible that because of this salespersons’ performance is less dependent on customer 
relationship tasks and internal coordinating tasks. 
In line with the findings of Eggert and Serdarogu (2011) this study finds no relation between perceived 
usefulness and the internal coordination dimension of SFA usage. This could mean that salespersons 
that find SFA useful for internal coordination tasks might use SFA to a certain extent anyhow, 
regardless of their perception of usefulness. In addition, perceived ease of use appears to have no 
relation with either usage dimensions, indicating that salespersons will not only use SFA technologies 
for internal coordination, but also for customer relationship tasks when they think the system is easy to 
use. Consequently salespersons most probably will use SFA technology to a certain extent anyhow. 
 
Investments in SFA are worthless without using it. In relation to this, management has to encourage 
and support the sales teams to use sales technologies. Furthermore, management must show all 
organizational members the real value of how sales technology can manage their customer 
relationships. It is proposed that customer expectation plays a leading role in effective SFA 
implementation. Future research could therefore investigate how the customer expectation construct 
relates to the SFA usage dimensions. Furthermore future research could examine the benefits of SFA 
use from a customer perspective. 
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Met deze scriptie rond ik de studie managementwetenschappen af aan de Open Universiteit die ik 
halverwege de jaren 90 ben gestart. ‘De honger naar kennis’ wordt alsmaar groter. Reden om me 
alweer te oriënteren op een vervolgstudie aan de Open Universiteit.  
De modulaire opbouw, de hoge kwaliteit van het cursusaanbod en ‘de vrijheid van studeren’ spreken 
mij in het bijzonder aan. 
Toch heb ik tijdens het schrijven van deze eindscriptie die vrijheid van studeren voor het eerst als 
nadelig ervaren. ‘Zit ik op de goede weg?’ en ‘hoe verder?’ zijn vragen die ik mij zelf meerdere malen 
heb gesteld.  
Met name de statistische analyse van de data heb ik als lastig ervaren. Een korte ‘opfriscursus’ 
voorafgaand aan het afstudeertraject had het scriptieproces kunnen vergemakkelijken en 
bespoedigen. 
 
Directe dank gaat uit naar Wilma en Pim voor het begrip en de steun tijdens mijn studie en in het 
bijzonder tijdens mijn afstudeeronderzoek. Met regelmaat heb ik me letterlijk opgesloten. Een goed 
diner is op zijn plaats! 
In het bijzonder wil ik mijn studiebegeleider Paul Ghijsen enorm bedanken voor zijn kritische noten en 
zijn gewaardeerde begeleiding en ondersteuning om het afstuderen tot een goed einde te brengen. 
 
Sales Force Automation is een onderwerp dat mij als manager customer sales support erg 
aanspreekt. Zo is CRM software binnen de organisatie waarvoor ik werk van essentieel belang. Dit 
doordat Fagerhult, mijn werkgever, afhankelijk is van de voorkomende utiliteitsprojecten in Nederland.  
Door optimale inzet en het up-to-date houden van het Customer Relation Management systeem is  ‘de 
verkoop’ in staat effectiever te werken en ‘korter op de bal’ te zitten. 
Zeker nu, waarin de bouw en aanpalende branches ernstig te kampen hebben met de economische 
crisis, komt het aan om als organisatie een klant georiënteerde focus te hebben.  
Heeft een dergelijke focus enige invloed op het gebruik van onder meer CRM? 
 
Veel plezier met het lezen van mijn scriptie. Mocht dit vragen oproepen dan kunt u altijd contact met 
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1.1 Motivation and problem statement 
 
Organizations are constantly looking for ways to differentiate themselves from their competitors in a 
continuously and increasingly harsher competitive environment. Also, customer’s expectations are 
changing rapidly and therefore organizations and particularly salespersons need to anticipate, have to 
know more and more and must learn faster (Jones et al., 2005).  
 
New sales models and adjustments in organizational structures require that salespersons 
communicate in real-time with their organization and that they are able to coordinate their activities 
with their team members (Rackham and De Vincentis, 1999). Consequently the sales force needs 
better, faster and more uniform information about its customers and any relevant developments that 
occur. 
 
By increasing available selling time and enhancing communication, faster access to relevant and 
timely information can increase the overall quality of the sales effort, partly by a greater understanding 
of the selling situation (Rivers and Dart, 1999). As a consequence companies invest heavily in 
customer relationship management software (CRM) and in particular in sales force automation (SFA) 
systems (Widmier et al., 2002). SFA is focussing on improvement of the productivity of the sales force 
and can improve, for example, the quality of sales calls through more efficient filtering of ineffective 
visits (Moutot and Bascoul, 2008). Obviously this process should have an impact on the customer as 
well as on the salesperson. 
 
The main benefits of SFA, as perceived by buyers, focus on professionalism, frequency of customer 
interaction, responsiveness and the quality of the relationship (Boujena et al., 2009). In addition, 
Mithas et al. (2005) present a positive relationship between SFA usage and customer satisfaction 
through improved customer knowledge. 
 
Research provides support that the behavioural intention to use technology positively affects adaptive 
selling, which is positively related to salespersons performance (Robinson et al., 2005b). Adaptive 
selling can be described as the ability to match customer traits with the appropriate sales strategies 
(Pettijohn et al., 2000). SFA usage can modify the satisfaction of the customer through its effect on the 
relationship between the relational information processes and the customer relationship performance 
(Jayachandran et al., 2005). The use of technology tools improves salespersons efficiency. Keiler et 





In regard to SFA tools, high investment levels are required (Siebel and Malone, 1996). 
Unless the usage of technology by the salespersons is successful, these investments in SFA 
technologies are valueless (Honeycutt et al., 2005). Consequently research has focussed on 
understanding what elements drive SFA usage. It is suggested that stimulating technology usage in 
general is the answer for the success of SFA implementation (Hunter and Perreault, 2007). There is a 
solid foundation of theories and prior research on technology usage and a number of theories have 
been developed in order to explain the process of technology adoption, such as the Technology 
Acceptance Model (Davis, 1989), in short TAM, and the Unified Theory of Use and Acceptance of 
Technology (Venkatesh et al., 2003), in short UTUAT. 
 
Eggert and Serdaroglu (2011) examined the impact of sales force technology on salesperson 
performance. Their research provides insights on how SFA usage affects salesperson performance. 
In their conceptual model they link IT usage and salespersons performance and they propose that 
salespersons have different motives for using SFA technology. In order to test this they selected a 
focused subset of antecedents who are expected to impact on system usage, and included them into 
their model. The constructs, such as team use, are well known and chosen out of a long list of factors 
that seems to influence the use of technology (E.g. Legris et al., 2003). 
 
It looks worthwhile to investigate the role of other theoretical constructs, which are relevant in personal 
selling and in explaining sales technology usage (Schillewaert et al., 2005). Five shared values 
amongst the organization members emerged as important correlates of SFA success; customer 
orientation, adaptive cultural norms, information sharing culture, entrepreneurial values and high levels 
of interpersonal trust (Pullig et al., 2002). According to Eggert and Serdaroglu (2011) there is an 
opportunity for further research to see how customer orientation affects and explains the customer 
relationship dimension of SFA usage as opposed to internal coordination. Customer orientation may 
here be seen as providing a strong customer focus at an organizational level and within the firm. 
Based on an extensive literature review, the role of customer orientation as an antecedent of SFA 
usage dimensions seems never to have been tested. Therefore, the purpose of this survey is to 
address this knowledge gap. 
 
Consequently the problem statement for this survey will be: 
 









1.2 Thesis structure 
 
Chapter 2 contains an overview of the relevant literature about Sales Force Automation. The 
importance of SFA is explained and questions like ‘Why and when do salespersons use SFA’ and 
‘What are the main impacts of SFA usage’ will be addressed. Out of an extensive literature review, the 
conceptual model of Eggert and Serdaroglu (2011) was submerged and extended with customer 
orientation. The chapter ends with a conceptual model and the presentation of eleven hypotheses. 
In chapter 3 the methodology is presented, followed by the presentation of the results in chapter 4. 
In chapter 5 the conclusions of the survey are presented. In the discussion paragraph the results will 
be analysed with reference to the formulated hypotheses proposed earlier in chapter 2.  
Furthermore, it is demonstrated how the results of this survey contribute to existing knowledge and 





























2.0 Literature review  
 
In this chapter a review of relevant literature concerning Sales Force Automation (SFA) is presented. 
In the first section of the chapter a definition of SFA is given, followed by a discussion about adoption 
and usage of SFA in the second paragraph. In the third paragraph customer orientation in relation to 
SFA is discussed. The research model and the hypotheses for this study are presented in the last 
paragraph. 
 
2.1 Sales Force Automation review 
 
The objective of the chapter is to give a review of Sales Force Automation. In the first section a 
definition of SFA will be given, followed by a presentation of the main reasons for implementing SFA in 
the second paragraph. The possible impacts of SFA will be presented in the third paragraph and this 
will be followed by a brief discussion of the impact of SFA on salesperson performance in the last 
paragraph. 
 
2.1.1 Definition of Sales Force Automation 
 
Since the ’80s many sales departments have implemented Sales Force Automation (SFA) tools to 
facilitate the process of relationship management (Speier and Venkatesh, 2002). Before that time 
there were only some basic and dedicated software systems available, like contract management 
systems. Sales Force Automation technologies have ever since, increasingly become an integral part 
of many organizations (Speier and Venkatesh, 2002). 
For a long time Sales Force Automation has been seen as a set of tools whereby an organization 
could increase its knowledge about its customers. Well-implemented Sales Force Automation provides 
big advantages for the entire organization and can lead to profitable longstanding customers. 
Despite the fact that there is no proof of whether or not the investments in SFA are worthwhile, SFA is 
seen as a competitive necessity today (Morgan and Inks, 2001). Although no widely accepted 
definition of Sales Force Automation exists (Rivers and Dart, 1999), the essence of Sales Force 
Automation is the integration of activities and applications within the sales environment. 
 
Sales Force Automation consists of dedicated computer systems specially designed for sales people 
and aims to manage information concerning customers and to optimize daily activities. Sales Force 
Automation systems utilize computerized hardware and software to provide automated collection, 
assimilation, analysis and distribution of information to improve sales force productivity (Morgan and 
Inks, 2001). Sales Force Automation can mean different things to different people and is 
interchangeably used with Customer Relation Management (CRM) (Buehrer et al., 2005). CRM 
however does not necessarily imply automation of sales tasks. 
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Table 1 presents an overview of functionalities offered by Sales Force Automation software derived 
from a review of vendor websites and collateral material.  	  
Table 1  Functionality offered by Sales Force Automation Applications 
 
Account management     Lead, opportunity and pipeline management 
Contact and activity management    Product configuration and visualization 
Event management      Sales Forecasting 
Order and contract management    Territory management 
Document management and product encyclopaedias  Workflow and process development 
Incentive management     Proposal generation and quotation management 
 
 
(Source: Buttle et al., 2006, p. 214) 
 
To sum up, the basic purpose of Sales Force Automation is to automate the selling and the 
administrative tasks so that salespersons and sales managers can perform current activities in a more 
efficient manner. 
 
2.1.2 Main reasons for implementing Sales Force Automation 
 
Automating the sales force is an expensive exercise and has turned out to be a difficult task to 
implement, resulting in regularly shortfalls of expectations (Bush et al., 2005). In addition the outcomes 
of the investments in general are poorly evaluated (Erffmeyer and Johnson, 2001). 
 
Nevertheless, several motivations exist for investing in Sales Force Automation, such as: 
The pressure to cut costs, the wish to accelerate cash flow, improvement of customer relations, 
improvement of salesperson productivity, and generating more accurate reports. Of these, productivity 
and efficiency are the main reason why salespersons use technology (Buehrer et al., 2005). Erffmeyer 
and Johnson (2001) suggest that efficiency gains are a primary motivation for investing in SFA 
followed by improvement of customer contact. According to their research only a limited number of 
respondents were able to offer details regarding formalized goals and objectives for SFA. 
 
Yet many organizations implement Sales Force Automation tools in order to help them to manage the 
customer relationships in a more efficient way (Ingram et al., 2002). “Customers expect from 
salespeople timely and accurate information, prompt answers to requests, personalized offers, and 
market expertise” (Boujena et al., 2009, p. 138). “Sales Force Automation has a great potential for the 
collection and dissemination of market information and the development of value-added customer 
relationships” (Boujena et al., 2009, p. 137). The general assumption is that any sales force that uses 
Sales Force Automation will improve its performance by facilitating internal and external information 






Reasons for implementing Sales Force Automation can be summarized into four impact levels; 
• Improvement of sales efficiency and productivity (Erffmeyer and Johnson, 2001). 
• Improvement of customer relationships (Lagace et al., 1991).  
• Improved internal collaboration (Brown and Jones, 2005). 
• Improved internal efficiency (Erffmeyer and Johnson, 2001). 
In the following paragraphs in particular, sales efficiency and productivity in relation to SFA will be 
discussed in more detail. 
 
2.1.3 Impacts of Sales Force Automation  
 
Sales Force Automation can have many advantages for organizations, customers and for 
salespersons. An overview and a summarization of the main findings on the outcomes of SFA usage 
were produced after an examination of prior research (Appendix A). The impacts of Sales Force 
Automation can relate either to the (internal) organization or to the (external) customer. The outcomes 
of each individual research have been addressed to the impact levels as described in the previous 
paragraph. 
 
It seems that very little has been published about the impact of Sales Force Automation on customers 
(Buttle et al., 2006).  
On the one hand, for instance, what is the impact of Sales Force Automation on the customer 
satisfaction level and how does Sales Force Automation influence the relationship between customer 
and supplier? Many customer related questions with regard to the use of Sales Force Automation 
seems to remain unanswered in literature. On the other hand, much of the current Sales Force 
Automation research has concentrated on the efficiency and productivity issues, whereby researchers 
are trying to find a relationship between the use of Sales Force Automation and salespersons 
performance. 
Positive effects of Sales Force Automation on salespersons performance are found more than once, 
however there are also conflicting findings (E.g. Ahearne et al., 2004; Avlonitis and Panagopoulos, 
2005; Bush et al., 2005). Prior research also paid special attention to technology implementation 
(Clark et al., 2007) and the reasons for high Sales Force Automation failure rates fluctuating between 
55 & 80% (E.g. Block et al., 1996; Galvin, 2002). 
The most relevant conclusion is that there is lack of evidence as to whether organizations that have 
implemented Sales Force Automation have achieved a significantly better performance than 








2.1.4 Impact of Sales Force Automation on salesperson performance 
 
The sales force and its performance are critical to the success of almost every organization. The 
argument is that when Sales Force Automation has been implemented successfully, there should be a 
positive impact on salespersons performance.  
A number of studies have asked salespersons to provide self-reports of overall performance using a 
self-rating scale and these are most appropriate when responses can be confidential, when the sales 
effort is not directly observable by the manager, when sales performance cannot be reflected in 
quantitative data and when multi-company samples are used (Behrman and Perreault, 1982).  
In this study salespersons performance can therefore be described as the extent to which a 
salesperson finds himself or herself (compared to direct colleagues) better than the company average 
in terms of sales results (Avlonitis and Panagopoulos, 2005; Behrman and Perreault, 1982). 
 
In spite of this fact there are some conflicting findings, previous studies in general indicate that Sales 
Force Automation use indeed impacts salespersons performance positively. 
 
Cronin and Davenport (1990) consider the impact of SFA on a large manufacturing company and 
described several ways in which laptop use can add value to generic sales force functions. They 
conclude that the effects of automation are multidimensional and have amongst other things affected 
salespersons performance positively. Engle and Barnes (2000) surveyed 1641 salespersons in a 
pharmaceutical company and have examined the relationship between beliefs, SFA usage and 
individual sales performance. The general finding of their survey is that management as well as 
salespersons believe SFA to be useful and they confirm that sales figures have increased because of 
SFA usage. Schillewaert and Ahearne (2001) explained the relationship between information 
technology and salespersons performance from within one company and mixes multiple data sources 
related to 187 salespersons. They indeed found a positive relationship between information 
technology usage and salespersons performance. Ko and Dennis (2004) measured the relationship 
between technology usage and performance by surveying 1340 sales representatives in the 
pharmaceutical industry. They found that salespersons expertise moderates the relationship between 
SFA usage and salespersons performance. Salespersons however, who exceeded their sales targets 
in previous years derived more benefits from SFA use than the salespersons that did not. 
Jelinek et al. (2006) surveyed156 salespersons in a major manufacturing firm and concluded that the 
use of SFA technologies is positively related to better sales performance. Ahearne et al. (2007) and 
Ahearne et al. (2008) showed that salespersons who use IT gain in return improved customer services 







2.2 Adoption and usage of Sales Force Automation 
 
In the previous paragraph the main reasons for implementing SFA were presented. SFA projects can 
be very costly and can also be very time consuming, thus it is important that SFA is implemented 
successfully with the organization. In the first paragraph of this section the successes and failures of 
SFA projects are presented followed by a discussion about the Technology Acceptance Model. 
In the third and last paragraph of this section the so-called SFA usage dimensions are presented.  
 
2.2.1  Success and failure of Sales Force Automation projects 
 
SFA may improve the salespersons performance and eventually the performance of the organization. 
In practice the implementation of SFA appears to be a difficult job and many companies have 
experienced implementing SFA as a painful exercise ending up in a failure and wasted money (Buttle 
et al., 2006). Effective implementation of SFA is achieved when the organization has gained 
appropriate and committed use by the sales force (Pullig et al., 2002). The implementation of SFA 
results in increased transparency within the organization. The planned and completed activities from a 
salesperson become visible to almost everyone in the organization. This may feel like ‘looking over the 
shoulder’ and may result in eliminating any gain from the new system (Gohmann et al., 2005). It is 
therefore very important that SFA is not used for a monitoring tool by Sales management but instead 
as a tool to help improving the sales productivity. 
 
Adoption of SFA is a multistage process that includes activities that first lead to the decision to adopt 
the technology and secondly includes all the activities that facilitate the implementation and on-going 
usage (Damanpour, 1991). A positive attitude toward usage of the technology by the salespersons is 
one of the success factors. Therefore it is often assumed that motivating using SFA technology is the 
only critical issue for SFA implementation (Hunter and Perreault, 2007). 
 
Resistance to use sales technology by the salesperson is one of the main problems during the 
introduction of Sales Force Technology (Parthasarathy and Sohi, 1997). The system is not able to 
deliver any benefits at all when this possible risk happens. At an individual level however more usage 
of SFA technology does not automatically guarantee an increased sales performance (Landry et al., 
2005). Increased SFA usage often is a result only because the boss tells users to do so. Possible 
reasons for bad usage of SFA are: natural inertia, low perceived value, lack of support from the 
organization, personal and demographic factors and lack of rewards to change (E.g. Jones et al., 
2002; Parthasarathy and Sohi, 1997). 
 
The motivation to use SFA technology is reduced when a salesperson feels he or she is not capable 
of using the SFA system (Morgan and Inks, 2001). This fear can be eliminated by offering appropriate 
training and by making sure there is technical support available 24 hours a day. Speier and Venkatesh 
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(2002) analysed two different organizations where SFA technologies had been withdrawn some time 
after its implementation. It appeared that the salespersons’ expectations of the SFA technologies were 
high, but their perceptions of its delivery were much lower, resulting in the salespersons turning 
against the system. Ultimately the sales performance did not increase following the SFA 
implementation. 
 
In their research Pullig et al. (2002) identified organizational factors that are likely to lead to the 
effective implementation of SFA. They suggest that shared values among the organizational members 
are necessary and should lead to a greater firm’s commitment to effective implementation: Customer 
orientation, adaptive cultural norms, information-sharing norms, entrepreneurial values and trust. 
Consequently, customer orientation is claimed to play an important role leading to effective 
implementation of SFA and will therefore be included in the proposed conceptual model that is 
presented in paragraph 2.4. 
 
2.2.2 Technology Acceptance model 
 
Why does one salesperson choose to use a particular technology and why do other salespersons 
resist? 
The general adoption theory is considered relevant. It examines the behaviour of individual person 
and the choices individual persons make in order to accept or reject a technology. Historically 
adoption is understood in terms of behaviour change. 
Many theories have been developed in IT literature to explain the usage of technology (Leong, 2003). 
Research is also grounded in several social psychology models such as the Theory of Reasoned 
Action (Ajzen and Fishbein, 1980) and the Theory of Planned Behavior (Ajzen, 1985). 
All these models focus on identifying the determinants of intentions to use the technology, such as 
attitudes and social influences. Most of the individual theories have been criticized as being 
fragmented (Venkatesh et al., 2003). 
 
The Technology Acceptance Model (Davis, 1989) and the Unified Theory of Acceptance and Use of 
Technology (Venkatesh et al., 2003) are however two models that excel in the easy applicability of the 
theory (Baker-Eveleth et al., 2007; Cheng-Chang et al., 2004-2005; Ndubisi, 2006). 
The Technology Acceptance Model (TAM) is based upon the theory of Reasoned Action (Ajzen and 
Fishbein, 1980) and is the most widely used theory explaining technology acceptance (Avlonitis and 
Panagopolous, 2005). TAM (Figure 1) has been tested in many researches and is concerned to be a 
successful theoretical model in helping to understand and to explain use behaviour during the 






Figure 1 Original TAM model 
 
 
According to TAM, usage behaviour is determined by intentions toward system usage. These 
intentions are based on two related beliefs; Perceived ease of use (PEOU) which refers to the degree 
a salesperson encounters his or hers use of SFA to be free of effort, and Perceived usefulness (PU) 
which means how the salesperson considers the SFA to be useful. PU is influenced by PEOU 
because the easier the information system is to use, the more useful it can be. Key points in TAM are 
the external variables, which consist of individual, organizational and social influences that affect 
usage behaviour and provide a better understanding of what influences PU and PEOU.  
 
The Technology Acceptance Model is considered a useful model, but needs to be integrated into a 
broader framework that includes variables related to human and social change processes (Legris et 
al., 2003). TAM does not specifically measure the extent of technology usage, which of course can be 
important in order to understand technology usage and continuous behaviour. Specifically referring to 
SFA, TAM also does not include a person’s characteristics and merely tests social norms in a general 
sense. Clark et al. (2007) suggested that more research is needed on the environmental and 
organizational antecedents of SFA usage. 
  
2.2.3 SFA usage dimensions: customer relationship and internal coordination 
 
Previous studies have focussed on why SFA was used. SFA systems can be used in many different 
ways (Ahearne et al., 2004), but also different sales persons can use SFA functionalities selectively 
(Donaldson and Wright, 2004).  
How extensively IT is used to perform job critical tasks, defines how effectively it is employed in an 
organizational context (Doll and Torkzadeh, 1998). However, system usage is necessary but it is not 
enough to produce value (Igbaria and Tan, 1997). DeLone and McLean (2003) suggest that the 
complex nature of system use could be better addressed by determining whether the full functionality 
of a particular system is being used for the intended purposes. A construct for task based system use 
is more able to hypothesize the link between IT use and the organizational outcomes (Doll and 
Torkzadeh, 1998), where the construct measures the impact of IT on job relevant tasks. 
 























Eggert and Serdaroglu (2011) suggest that a task based multidimensional conceptualization of SFA 
usage is necessary to find how salespersons are using SFA systems.  
Salesperson tasks related to customer relationship activities differ from the internal related tasks, such 
as administration, planning and communication (Engle and Barnes, 2000). SFA systems can be used 
to support salespersons with the (external oriented) customer relationship activity tasks as well as with 
the (internal oriented) team coordination and administration tasks. 
 
The outside oriented tasks are directly related to the customer and the sales job (Eggert and 
Serdaroglu, 2011). These tasks include processes such as managing sales contacts, understanding 
customer needs and profitability, organizing customer activities, planning sales calls, preparations for 
customer visits, making sales presentations and serving customer after sales (Widmier et al., 2002). 
This customer relationship dimension of SFA use can be defined as the use of an SFA system to 
serve customers, to collect, analyse and manage customer information, to plan and execute sales 
calls and to develop sales skills with the overall objective of better managing customer relationships 
(Eggert and Serdaroglu, 2011). A close customer relationship is accomplished through communication 
between customer and organization and requires high levels of inter-functional coordination and 
information sharing, this will lead to enhanced customer information that is shared throughout the 
organization and will result in a more knowledgeable and competent sales force and support staff 
(Pullig et al., 2002). 
 
The internal coordination dimension of SFA use can be defined as the use of an SFA system to 
communicate within the organization to manage team-selling, to communicate with management, to 
report sales calls, to participate in professional training, and to manage various administrative tasks 
(Eggert and Serdaroglu, 2011). 
 
2.3 Customer orientation and Sales Force Automation 
 
A long existing marketing principle is that understanding and satisfying customers leads to superior 
business results (Zhu and Nakata, 2007) and that identifying the customer needs and requirements 
together with the capability to build and maintain appropriate relationships with them may lead to long-
term relationships (Hooley et al., 2005). Day (1994) refers to these capabilities as customer-linking 
capabilities. 
Consequently organisations see themselves as focused on acquiring and serving customers - a 
customer orientation - by conducting business activities that enhance customer value (Rust et al., 
2004). It is widely acknowledged that customer orientation is needed to develop successful 
organizations (E.g. Athanassopoulos, 2000; Deshpandé et al., 1993). 
 
Customer orientation originates from the mid 1950s as a marketing concept and was first described by 
Drucker (1954). According to Drucker, satisfying customers is a business ultimate purpose and 
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fulfilling that purpose can lead to market gains. Deshpandé et al. (1993) defined customer orientation 
as a set of beliefs that puts the customers’ interest first in order to develop a long-term profitable 
enterprise and consider customer orientation as a part of an overall corporate culture, that should be 
pervasive throughout the company such that employees consistently exhibit customer oriented 
behaviours and customers become hereby accustomed to this philosophy (Dobni et al., 2000). 
Consistent to Kohli et al. (1993) and Rapp et al. (2010) customer orientation will be defined in this 
study as the organisation wide generation of market intelligence pertaining to current and future needs 
of customers, dissemination of intelligence horizontally and vertically within the organisation, and 
organisation wide action or responsiveness to market intelligence. 
Customer orientation differs from market orientation. The first is about determining and addressing the 
preferences of the buyer, generally to the exclusion of other concerns (Slater and Narver, 1998; 1999), 
whereas the latter is more encompassing, including competitor orientation and inter functional 
coordination (Gatignon and Xuereb, 1997; Kohli and Jaworski, 1990; Narver and Slater, 1990). 
Because the nature and the outcomes are distinct between customer orientation and market 
orientation researchers have recommended studying customer orientation separately (Balakrishnan, 
1996; Gatignon and Xuereb, 1997; Kennedy et al., 2003; Slater and Narver, 1998; 1999). 
 
According to Day (1994) the coordination of activities with customers is one of the skills, abilities and 
processes that have to be organized in order to develop a customer-linking capability. Rapp et al. 
(2010) find that customer orientation directly influences a firm’s customer-linking capability. Their 
findings support that information gathered from close communication and collaboration with customers 
can be leveraged to better understand customer needs and develop appropriate responses to these 
needs. The researchers also find that interaction between CRM technology capability and customer 
orientation impacts the customer-linking capability positively. Hunter and Perreault (2007) demonstrate 
that Sales technologies are critical antecedents to performing activities that help build relationships 
with customers. In this context SFA can be viewed as an activity coordinating mechanism that enables 
the organization to understand its customers better, to collaborate with them and to develop timely 
responses to their needs. It provides a mechanism for collecting, storing, analysing and distributing 
customer related data to the sales force. Generally, this includes transactional and profiling data about 
customers, but might also extend to market data, competitor profiles, pricing schedules and other 
information. This information can be significant to the promotion of customer orientation (Lambe and 
Spekman, 1997). Sales Technology can also help facilitating the buyer – seller interactions, build 
stronger relationships by providing a forum for better identifying needs, and allows for quick and easy 
customization of information targeted at individual customers (Keillor et al., 1997).  
 
Pullig et al. (2002) claim that customer orientation, as an antecedent, impacts the usage of technology 
directly.  Also scholars have shown that human resources are key contributors to information 
technology usage and success (Ko et al., 2008; Powell and Dent-Micallef, 1997; Wu et al., 2003). As a 
result, organizations that integrate resources such as SFA and customer orientation aiming to connect 
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their organization tightly to its customers can realize a strong position (Griffith et al., 2006; Menguc 
and Barker, 2005). 
 
2.4  Research model and hypotheses 
 
Eggert and Serdaroglu (2011) suggest for further research to analyse how customer orientation affects 
the customer relationship dimension of SFA. They propose SFA usage as a task based construct. 
Their model draws on the ‘System-to-Value-Chain’ (Doll and Torkzadeh, 1991) and the DeLone and 
McLean (2003) ‘IS Success Model’ (see Appendix B): Integrating upstream and downstream 
perspectives into one model allows assessing upstream and downstream hypotheses simultaneously, 
and is considered of major strength. Pullig et al. (2002) determined that SFA could be implemented 
more successfully when an enabling climate and shared values, including customer orientation, are 
present, as reported in the previous paragraph. Thus customer orientation is claimed to play an 
important role leading to effective implementation of SFA. 
This study therefore intends to explore what the effect of customer orientation is on SFA usage 
dimensions, the external and internal behaviour and the resulting salespersons’ performance. 
 




Customer orientation can be defined as providing a strong customer focus at an organizational level 
and within the firm and has been stated to be an important driver and necessary value throughout an 
organization for using SFA (Pullig et al., 2002). From the literature review, it can be concluded that 
customer orientation has never been tested as an antecedent. The extent to which values are shared 
leads to higher levels of commitment towards the usage and the on-going use of SFA applications. 
 
 



































































































































Based on the literature, it is suggested that customer orientation, as a shared value, corresponds with 
improved commitment towards the effective implementation of SFA. As stated by Klein and Sorra 
(1996), commitment to an effective SFA implementation and usage could be influenced by the 
perceived fit between the shared values of the organization and the characteristics of the technology. 
By means of SFA, market information can be gathered in a very efficient way and can be spread-out 
within the organization. This market information can be of great value for everyone in the organization 
(Moorman, 1995). As a result, customer orientation must lead to commitment gathering and 
spreading-out customer information throughout an organization, which in turn should lead to more 
commitment to the SFA innovation. Therefore a direct impact on perceived usefulness can be 
expected: 
 
Hypothesis 1:  
Customer orientation has a positive effect on perceived usefulness (PU). 
 
Because “Customer orientation is facilitated by information systems” (Zhu and Nakata, 2007, p. 187) it 
is expected that SFA is deployed and integrated more deeply in customer-oriented organizations. 
Technology improves group coordination through increased connectivity between the sales team 
members and therefore can reduce the risk for communication errors (Shirani et al., 1999).  
The organizational commitment and social interaction among the organizational members of an 
organization are important elements for the success of a customer-oriented strategy (Hartline et al., 
2000). Therefore especially in customer-oriented organizations management must provide adequate 
support and training to all of the organizational members in relation to SFA usage. Role behaviour by 
management may minimize the drawbacks in terms of ease of use (Anderson and Robertson, 1995). 
Schillewaert et al. (2005) state that user assistance will lead to more proficient users and to a 
reduction of the required effort to use sales technology and Robinson et al. (2005a) found that the 
perceived level of available support is positively related to PEOU. Further a much higher chance exists 
to discover useful functionalities provided by the system when other colleagues heavily use SFA 
technology (Schillewaert et al., 2005). The greater the number of system usage experts, the easier it is 
for an individual salesperson to ask for help (Parthasarathy and Sohi, 1997). Consequently, the 
following hypothesis can be derived: 
 
Hypothesis 2:  
Customer orientation has a positive effect on ease of use (PEOU).  
 
External variables affect technology acceptance. Pullig et al. (2002) claim that customer orientation, as 
an antecedent, impacts the usage of technology directly. TAM claims that this impact fully is mediated 
by the perceived usefulness and the ease of use; however, using a survey of 125 employees of a U.S. 
government agency, Burton-Jones and Hubona (2006) found that external variables could directly 
affect usage behaviour over and above their indirect effects. 
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SFA technology is often of strategic priority for the organization, providing crucial sales information for 
all members (Gohmann et al., 2005). Promoting sales technology usage as a standard sales practice 
within the entire organization is important and SFA usage therefore should be an obligation for every 
organizational member (Buehrer et al., 2005). It is important that all members within the organization 
can rely on the SFA systems. In this way, the SFA systems are coordinating customer orientation (Zhu 
and Nakata, 2007). 
Customer orientation demands that organizations anticipate future customer needs and have a long-
term vision. Consequently, organizational members must have a proactive approach towards the 
usage of SFA. Furthermore, a customer-oriented organization is more likely to focus on efforts and 
resources in order to satisfy customer needs and to adopt a proactive disposition toward technologies 
that facilitate efficient customer transactions and robust customer relationships (Wu et al., 2003). 
An organization with a high degree of customer orientation will likely facilitate innovation in 
administrative areas in order to serve customers better (Han et al.,1998). Thus it is expected that 
customer orientation will lead to usage of SFA. Therefore: 
 
Hypothesis 3a: 
Customer orientation has a direct, positive effect on the customer relationship1 (General computer 
use) dimension of SFA usage. 
Hypothesis 3b: 
Customer orientation has a direct, positive effect on the customer relationship2 (Sales activities) 
dimension of SFA usage. 
 
Hypothesis 4:  
Customer orientation has a direct, positive effect on the internal coordination dimension of SFA usage. 
 
Customers’ expectations are changing rapidly, thus organizations and salespersons therefore 
constantly have to know more and must learn faster (Jones et al., 2005). The sales force, with its 
close customer contacts, is in a position to take a lead role in the collection and dissemination of 
market information and the creation of valuable customer relationships (Day, 1992). A close customer 
relationship is accomplished through communication between the customer and organization and 
requires high levels of inter-functional coordination and information sharing. “Sales Force Automation 
has a great potential for the collection and dissemination of market information and the development 
of value-added customer relationships” (Boujena et al., 2009, p. 137). 
Customer oriented behaviour, such as identifying needs and adapting the offer, are key elements in 
building relationships (Cannon and Perreault, 1999). Salespersons who are able to focus on the right 
customer will be more likely to achieve targets (Moutot and Bascoul, 2008). 
SFA tools can manage the customer relationships in a more efficient way (Ingram et al., 2002) and 
well-implemented Sales Force Automation therefore provides big advantages for the organizations, 
and the members, that can lead to longstanding and profitable customer relationships. Through 
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increasing the available selling time and enhancing communication, faster access to relevant and 
timely information the overall quality of the sales effort can increase (Rivers and Dart, 1999). 
SFA databases and applications have the capability to keep detailed customer records and post sales 
calls. SFA should promote salespersons reliability through the storage and retrieval of key customer 
concerns and detailed information regarding the customers interest. 
 
Professionalism, frequency of customer interaction, responsiveness and the relationship quality are 
the main benefits of SFA as perceived by buyers (Boujena et al., 2009). 
Through SFA systems the selling and administrative tasks will be automated. Consequently 
salespersons are able to perform their activities in a more efficient way. Through automation of the 
most administrative tasks the time spent on salespersons non-selling activities will be reduced 
(Buehrer et al., 2005). SFA supports coordination and synchronization that enables team-selling 
activities (Widmier et al., 2002).  
 
The communication between the sales teams within an organization can be improved by SFA (Brown 
and Jones, 2005). According to Pullig et al. (2002) perhaps the greatest potential of SFA systems is 
the sharing of contact information and increased coordination across the various customer service 
functions. So SFA can ease a salesperson’s administrative burden and facilitate better functioning of 
the internal processes of a sales force. 
It is expected that customer orientation will have an indirect positive effect on salespersons 
performance through the use of SFA as a customer relationship tool and as an internal coordination 
tool. As a conclusion, the following hypotheses can be derived: 
 
Hypothesis 5a: 
Using SFA as a customer relationship1 (General computer use) tool affects salespersons performance 
positively. 
Hypothesis 5b: 




Using SFA as an internal coordination tool affects salespersons performance positively. 
 
Perceived ease of use may be a causal antecedent to perceived usefulness (Davis, 1989). 
TAM posits that perceived ease of use has an additional instrumental impact on the salespersons’ 
attitude towards using the technology through its link to perceived usefulness (Davis, 1989), therefore: 
 
Hypothesis 7: 
Perceived ease of use (PEOU) has a positive effect on perceived usefulness (PU). 
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Salespersons will use a technology when they believe it will help them to accomplish their sales job 
and helps them to meet the targets, enhances their performance and achieves desired rewards 
(Robinson et al., 2005b). The perceived usefulness of SFA technology has proved to be a driver of 
SFA usage frequently (Avlonitis and Panagopoulos, 2005; Rangarajan et al., 2005; Robinson et al., 
2005a; Schillewaert et al., 2005). 
Consequently, using SFA to support customer relationships and internal tasks should increase 
salespersons performance. Therefore: 
 
Hypothesis 8a: 
Perceived usefulness (PU) has a positive effect on the customer relationship1 (General computer use) 
dimension of SFA usage. 
Hypothesis 8b: 
Perceived usefulness (PU) has a positive effect on the customer relationship2 (Sales activities) 
dimension of SFA usage. 
 
Hypothesis 9: 
Perceived usefulness (PU) has a positive effect on the internal coordination dimension of SFA usage. 
 
Perceived ease of use increases the technology usage (Schillewaert et al., 2005). At least three 
studies demonstrate that perceived ease of use positively impacts attitude, which in turn has a 
significant impact on the intention to use SFA (Jones et al., 2002; Robinson et al., 2005a; Robinson et 
al., 2005b). Because of this it is expected that perceived ease of use will have a positive impact on 
both dimensions of SFA use: 
 
Hypothesis 10a: 
Perceived ease of use (PEOU) has a positive effect on the customer relationship1 (General computer 
use) dimension of SFA usage. 
Hypothesis 10b: 
Perceived ease of use (PEOU) has a positive effect on the customer relationship2 (Sales activities) 
dimension of SFA usage. 
 
Hypothesis 11: 









3.0  Methodology 
 
In the first section of this chapter the target population is described, followed by a description of the 
survey in section two. A brief description of how the data were collected can be found in the third 
section of this paragraph, followed by a sub-section on measures, which describes the measurement 
scales and questions used in the questionnaire. In section four, a brief description of the partial square 
technique is presented. In the last section, the used types of criteria for examining validity and 




The target population for this study consisted of Dutch sales organisations working in the electrical 
installation industry. There are no figures to present about the exact quantity of sales organisations 
working in this industry, therefore, a single medium sized company was approached to facilitate the 
research. The CRM system of this medium sized company working in the electrical installation 
industry contains 452 potential companies. This list was used as the target group for this study. The 
unit of analysis was the individual salesperson (representing internal sales, external sales and sales 
managers). Green et al. (1993) prefer to investigate the entire population within a target group. 
Because this is rather unrealistic and hard to accomplish, a sample of the targeted population was 
drawn. 
The selected organisations are located in The Netherlands and serve the Dutch electrical installers. 
Until recently the electrical installation branch was a profitable industry. Currently however the industry 
is seriously suffering from the economical recession. Both utility construction and house construction 
orders are shrinking tremendously. It is expected this situation will continue for some years. The 
economical situation has led to a reasonable decline in turnover and margins in the industry. 
Moreover, the competitive pressure is increasing because of new entries into the European market. 
These entries are often eastern cost led companies that can compete easily with the established local 
companies. In this climate, improving the customer-focussed service seems to be important. It is vital 
that sales resources are efficiently and effectively deployed. 
 
The salespersons are responsible for selling products and services directly to the electrical installers in 
The Netherlands. Sometimes manufacturers supply their products through wholesalers. Manufacturers 
as well as wholesalers are in direct contact with electrical installers. The salespersons conduct internal 
and external B2B sales tasks and do not directly sell to end customers. The buyers are the electrical 
installers. Each salesperson has the commercial responsibility for a specific region and all installers 
located in that defined area. The electrical installation industry is very project driven, this means that 
salespersons have to track and trace upcoming construction projects. Due to the economical crisis 
quite a number of projects are on hold or are being postponed. A strong shift from new construction 
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projects to renovation and maintenance projects is noticeable. It is therefore important that 
salespersons re-focus their sales approach. Moreover, relationship management becomes more and 
more relevant. 
 
Sales representatives working within the electrical installation industry are using SFA for different 
reasons, such as for prior contact information and for planning purposes (Widmier et al., 2002).  
Tuning and communication between internal and external salespersons is inevitable and therefore 
critical in the electrical installation industry. Information technology tools, such as ERP, CRM and E-
mail can facilitate this process (Powell et al., 2004). 
Field personnel have the availability of a laptop and all internal sales personnel have the availability of 
desktop computers. Besides the availability of a smart phone, outside salespersons also have the 
availability of a tablet computer, intended for presentations and quick access to App catalogues 
created by their company. This does not apply for the internal salespersons. 
SFA systems support the salesperson in the electro installation industry in tasks such as call planning, 
reporting, area planning and analysis, communication, customer development and project history and 
status. Technology usage is not voluntary. However, there is a difference in the intensity of technology 
usage between salespersons. Training on the technology has been received in general, prior to 




In order to test the hypotheses a quantitative study is most useful and therefore a survey was 
conducted. A survey may be defined as a method of gathering information about a number of 
individuals in order to measure particular characteristics or opinions of the respondent(s) (May, 1993). 
Surveys can measure for example, attitudes, opinions, and demographic characteristics of a subject 
(Stone, 1978). Big advantages of surveys are reduced bias due to the use of structured and 
standardized questions. Furthermore surveys ensure reliability, generalizability and validity. 
Surveys may consist of personal interviews, telephone interviews and mail questionnaires (Webb, 
2003). 
The quantitative data in this research have been obtained by means of an online questionnaire hosted 
by NetQ software. For this survey the online questionnaire is appropriate as the respondents were 
geographically located in various locations in The Netherlands, because they were used to working 
with computers and had access to the Internet. 
Compared to mail questionnaires Kaplowitz et al. (2004) found that online questionnaires demonstrate 
similar response rates. Almost instant delivery, quick responses, cost effectiveness, and the fact that 
respondents usually read the messages are big advantages online questionnaires offer (Kumar, 
1999). Although online questionnaires can access large and geographically distributed populations 
and achieve quick returns, they may no longer be as appealing as once believed. It is therefore 
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important that researchers give attention to the methods of encouraging participation in online data 
collection (Lefever et al., 2007; Deutskens et al., 2006). 
 
3.3 Data Collection 
 
Initially twenty large and well-known commercial organisations, consisting of wholesalers and 
supplying companies were selected out of the 452 organisations, which are recorded in the CRM 
system of my employer. The approached organisations had been asked, by ‘phone to, cooperate with 
the research during June and July 2012. Without exception, each company gave their permission to 
perform this research amongst their salespersons. Each organisation made a list containing the e-mail 
addresses of the salespersons that could be approached. 
In order to have full cooperation, sales management of the selected organisations were informed by 
‘phone prior to the research. The purpose of the research was explained to them. Also sales 
managers were questioned which, why and how SFA technology was used within their company. 
During the phone conversations they explained what kind of hardware their company provides to their 
salespersons. 
 
A first sample concerned 207 salespersons. In order to get reasonable numbers for estimation a 
second sample of 299 salespersons was drawn and approached. Possible differences between the 
respondents in the first and second survey were measured and tested for nonresponse bias. 
 
Crano and Brewer (2002) recommended using simple, interesting and non-threatening questions at 
the beginning of a questionnaire. Because of this, the questionnaire started with general questions 
about attitude towards computers and technology. Demographic questions were placed at the end of 
the questionnaire. According to Black (1999) difficult or sensitive questions must be placed in the 
middle section of a questionnaire. Because of this SFA related questions were placed in the mid part 
of the questionnaire. Instructions, how to fill in or answer a question, were placed direct above the 
question in a separated box. 
The final questionnaire (in Dutch) is presented in Appendix C. 
Before distributing the final questionnaire a small test group, consisting of one outside salesperson 
and one internal salesperson, were asked to comment upon the questionnaire as a pre-test. 
Both persons commented on both the content of the questionnaire as well as the appearance of it. 
The questionnaire has been adjusted accordingly (See Appendix C). 
 
In order to increase the response rate each participant was entered into a lottery, whose prize was a 
dinner cheque to the value of € 50, as a stimulus. 
The first survey was distributed just after the summer holidays, during the first week of September 
2012 and the second survey was distributed during the first week of November 2012. An introduction 
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letter guided both surveys. Respondents were asked to answer the questions completely and honestly 
in order to reduce method bias (Podsakoff et al., 2003). 
Further, the respondents were assured that their answers would be anonymous and that the survey 
would only be used for academic purposes. In both cases a general reminder was sent one and a half 
weeks later by e-mail, including a new link to the same survey. It was technically not possible to fill in 
the survey a second time from one and the same computer. After three weeks both surveys were 
closed.  
 
3.4  Measures 
 
Examinations of the available literature gave insight to the definitions of the used constructs in this 
study and are presented in table 2. 
 
Table 2  Definitions variables included 
1. Customer orientation The organisation wide generation of market intelligence pertaining to current and future 
needs of customers, dissemination of intelligence horizontally and vertically within the 
organisation, and organisation wide action or responsiveness to market intelligence 
(Kohli et al., 1993; Rapp et al., 2010). 
 
2. Perceived Usefulness The degree to which a person believes that using a sales technology enhances his or 
her job performance (Davis, 1989). 
 
3. Perceived ease of use  The degree to which a salesperson believes that using sales technology is easy 
    to use (Davis, 1989). 
 
4. Customer Relationship The uses of an SFA system to serve customers, to collect, analyse and manage  
    Dimension of SFA use customer information, to plan and execute sales calls and to develop sales skills with 
the overall objective of better managing customer relationships (Eggert and Serdaroglu, 
2011). 
 
5. Internal Coordination  The use of an SFA system to communicate within organisation to manage 
    Dimension of SFA use  team selling, to communicate with management, to report sales calls and to manage 
    Various administrative tasks and to attend electronic training sessions (Eggert and 
    Serdaroglu, 2011). 
 
6. Salespersons performance The extent to which a salesperson finds himself or herself (compared to direct 
colleagues) better than company average in terms of sales results (Avlonitis and 
Panagopoulos, 2005; Behrman and Perreault, 1982). 
 
The construct definitions served as a basis for the development of measures and the conclusive 
development of items. The ultimate aim was to make sure that all-important aspects of the conceptual 
definitions were covered by the measures. The measurement scales could all be derived out of the 







Table 3  Constructs and sources for item development and measurement scales 
Construct     Used source 
 
1. Customer orientation    Narver and Slater, 1990; Deshpande et al., 1993; 
      Kohli et al., 1993. 
2. Perceived Usefulness    Davis, 1989. 
3. Perceived ease of use    Davis, 1989. 
4. Customer Relationship Dimension of SFA use  Eggert and Serdaroglu, 2011. 
5. Internal Coordination Dimension of SFA use  Eggert and Serdaroglu, 2011. 
6. Salespersons performance    Behrman and Perreault, 1982; Avlonitis and Panagopoulos, 2005. 
 
For the construction of scales a five-point Likert method and different common scale anchors were 
used. In this way items were presented as multiple-choice questions. Participants were asked to make 
a choice of the option(s) to which they agree. It was not possible to fill in more answers per question or 
to skip any questions. 
The common scale anchors were used to measure options and views (agree – disagree) and 
outcomes (above average – below average). 
 
For the generation of all items and scales the corresponding sources as presented in table 3 and 
existing questionnaires have been consulted and used. The final list of generated items and 
measurement scales is presented and can be found in Appendix D. 
 
NetQ Software collected and stored the data of the respondents automatically. 
After closing the survey all data was loaded in SPSS version 19. SPSS was used for statistical 
purposes. After having checked the mail survey for nonresponse bias the hypotheses were tested 
through the Partial Least Squares (PLS) technique. 
 
3.5 Partial Least Square technique (PLS) 
 
To test the conceptual model, the Partial Least Square technique (PLS) was used. 
PLS is one of the methods that can be used for structural equation modelling and is a method that is 
used frequently for technology usage research (Kijsanayotina et al., 2009). PLS estimates the latent 
variables as exact combinations of the observed measures, thereby avoiding the factor indeterminacy 
problem and providing an exact definition of component scores (Gopal et al., 1992). In situations with 
limited theory, PLS is considered as suitable also for explaining complex relationships (Chin et al., 
2003). Other strengths of PLS are its suitability to work with small to medium sample sizes and its 
robustness to violations of multivariate normality (Igbaria et al., 1995). The software that was used for 
the data analysis was SmartPLS (Ringle et al., 2005). Although PLS estimates the measurement 
model and structural model at the same time, a PLS model usually is analysed and interpreted 
sequentially in two stages (Barclay et al., 1995). The measurement model sometimes is also called 
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‘Factor’ or ‘outer’ model and the structural model often is called ‘path’ or ‘inner’ model (Gil-Garcia, 
2005; Lohmoller, 1988). The first step requires the estimation of the reliability and validity of the 
measurement model. In the second step the structural model is evaluated. This step is necessary to 
show to what extent the causal relationships, as specified by the proposed model, are consistent with 
the research data (Gil-Garcia, 2005). 
The sequence must ensure that the measures of constructs are reliable and valid before conclusions 
about the nature of the construct relationships are drawn (Hulland, 1999). 
 
3.6 Validity and Reliability 
 
It is important to test item validity and reliability based on quantitative data (Cooper and Schindler, 
2006). Validity is evidence that a test is being used appropriately and measures what it is supposed to 
measure, whereas reliability tells whether a test is measuring something consistently. For the 
measurement items following types of criteria for validity and reliability will be examined. 
 
3.6.1 Content Validity 
 
One of the easiest ways to obtain evidence for the validation of a test is to examine the content of that 
test. Content validity focuses on the questions of a test and is the extent to which the variables of the 
measurement model belong to the construct (Bohrnstedt, 1970; Wang et al., 2009). Burns and Grove 
(1993) stated that content validity is obtained from three sources: literature, representations of the 
relevant populations, and experts. According to Dunn et al. (1994) the latent variables can only be 
measured if the corresponding constructs are defined from the literature. The presented conceptual 
model exists of five interrelated variables that eventually should explain salespersons performance. 
The used constructs all originate from previous used and validated questionnaires. Because of this it 




The scales used for measuring the latent variables must be reliable: accurate and precise. 
One of the most popular reliability statistics today is Cronbach’s Alpha (Cronbach, 1951). Alpha is a 
coefficient of reliability and measures the internal consistence, which means, how closely related sets 
of items are as a group. The internal consistency of a test or scale is expressed as a number between 
0 and 1. Low values of Alpha could be due to a low number of questions, poor interrelatedness 
between items or heterogeneous constructs. High values of Alpha are often used as evidence that the 
items measure an underlying or latent construct. 
Although there is no general agreement about minimum scores an Alpha Coefficient above 0,70 is 












3.6.3 Construct Validity 
 
According to Dunn et al. (1994) the construct validity can be defined as the extent to which a scale 
measures the construct that it was intended to measure. 
 
The property of the scale, having each of its measurement items relate to it better than to any others is 
called unidimensionality.  Unidimensionality can only be established when the items of the scale 
(manifest variables) estimate one factor. The manifest variables with weak loadings on the latent 
variables should be removed from the scale in order to achieve higher unidimensionality (Chatelin et 
al., 2002). 
 
However convergent validity and discriminant validity are the most frequently used tests for construct 
validity (Bagozzi et al., 1991; Dunn et al., 1994). Convergent validity is established when an item loads 
significantly on the latent variable that is supposed to measure. To assess convergent validity the 
Average Variance Extracted (AVE) should be > 0,50 (Roca et al., 2009). 
The discriminant validity represents the extent to which measures of a given construct differ from 
measures of other constructs within the same model. Gil-Garcia (2005) states that there is good 
discriminant and good convergent validity when the square root of the AVE correlates more to its own 















4.0   Results 
 
In this part first the response of the survey is presented. Second a review of the results of the 




The final realised survey included a total of 182 usable questionnaires, representing a 35,97% 
response rate. All 182 questionnaires have been analysed. 
 
84 respondents filled in the (first) survey that was conducted during September 2012, representing a 
response rate of about 41%. 59 persons filled in the survey instantly. After one and a half weeks a 
reminder was sent to the survey group including a new link to the questionnaire. This resulted in an 
additional response of 25 respondents. 
 
98 respondents filled in the (second) survey that was conducted during November 2012, representing 
a response rate of about 33%. 60 persons filled in this second survey without receiving a reminder. 
After one and a half weeks a reminder was mailed to the survey group including a new link to the 
questionnaire. Another 38 respondents filled in the second survey after the reminder. 
 
Only 103 persons filled in their e-mail address to qualify for the dinner cheque, which was drawn and 
received by one of the respondents a few days before Christmas. The sample was, as expected, very 
much dominated by male respondents (73%). Men dominate the electrical installation industry. In 
2011 only 13% of all employees in the Electrical industry were female. This percentage is almost 
unchanged since 2003. (Raad voor Werk en Inkomen, 2012). 
Furthermore, the majority of the respondents fell in the 36 - 45 age group. Appendix E provides a 
socio demographic profile of the respondents who participated in the study. 
 
In general the distribution of the research data is rather negatively skewed, which suggests that the 
bulk of the values lie to the right of the mean and that there are relatively few low values. 
The values of the Kurtosis are also mainly negative, meaning a rather flat distribution of data. 
In Appendix F the Descriptive Statistics of the items are presented. 
 
Mail surveys have often been criticized for nonresponse bias. Nonresponse bias refers to the bias that 
exists when respondents to a survey are different from those who did not respond. Often this is in 
terms of demographic variables. There are two different types of nonresponse: item and unit 
nonresponse. Item nonresponse occurs when the respondent does not answer all questions of the 
survey. Because it was technically not possible to leave questions empty in the survey there is no 
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need to check for item non-response. Unit nonresponse occurs when a randomly sampled individual 
cannot be contacted or refuses to participate in a survey. When individuals who respond differ 
substantially from those who do not, the results do not directly allow one to say how the entire sample 
would have been responded. Not all people included in the sample are willing or are able to complete 
the survey (Couper, 2000). To estimate the unit nonresponse, some researchers equate persons who 
respond later in the administration period of the survey to the persons who did not respond. In this way 
the late respondents are compared with the early respondents to determine types of bias (Armstrong 
and Overton, 1977; Smith, 1983; Stinchcombe et al., 1981; Hutchison et al., 1987; Johnson et al., 
2000). 
With the aid of an independent-samples t-test all items in the questionnaire were examined for 
statistically significant differences in the mean scores for both groups. To do this the complete data of 
each separate survey was divided into two groups: the respondents who filled in the questionnaire 
instantly and the respondents who filled in the questionnaire after the reminder was sent.  
 
With the independent t-test the probability was tested that the two sets of scores (the early and late 
respondents) came from the same population. This was done for both surveys individually and also 
after merging both surveys. For all variables in the questionnaire these tests showed that there are no 
meaningful differences between the late and early respondents. Because of this it can be concluded 
that there are no issues related to nonresponse bias for the survey. 
 
4.2 Results measurement model 
 
Before analysing and testing the relevant importance of each of the latent variables of the conceptual 




In table 4 the consolidated results of the reliability analysis are presented. 
The values of the composite reliability meet all the direction of 0,70 that was suggested by Nunnaly 
and Bernstein (1994). Also the Cronbach’s Alpha of each of the six items can be found. A higher 
Cronbach’s Alpha means a more accurate scale. With the exception of item 2 of the Internal 
coordination variable, all the individual items are loaded > 0.50. Removing this item however would 
mean that the Cronbach’s Alpha of the internal coordination variable becomes smaller. Because of 
this the item was not removed. None of the latent variables has an Alpha score below 0,70 and 
therefore it can be concluded that according to the rule of Dunn et al. (1994) all seven items can be 
assessed as internal consistent. Re-examination or elimination of individual items within the individual 





Table 4  Reliability 
 
 
4.2.2 Construct Validity 
 
Unidimensionality is one of the criteria for establishing construct validity. 
Looking at the descriptive statistics for the items (Appendix F) with exception of item 2 of the internal 
coordination variable, all the items have an item loading above 0,50, and are therefore showing 
adequate unidimensionality. 
 
The t-values of the Outer Model Loadings (see Appendix F) are all above 1,96, indicating that it is 
assumable that the convergent validity of the constructs will be acceptable (Gefen and Straub, 2005). 
 
In order to establish the discriminant validity, first a cross loadings matrix was edited, which is 
presented in table 5. Every single item shows a higher item loading on the variable it belongs to than 
the items belonging to the other variables do. 
Secondly, the square root of the Average Variance Extracted (AVE) was compared to the correlations 
among the other constructs. Table 6 shows the correlation matrix in order to establish the discriminant 
and convergent validity. The square roots are displayed on the diagonal in bold. 
All the constructs correlate more strongly to their own measures than to the measures of the other 













Customer orientation 9 0,89 0,87
Perceived Usefulness 4 0,57 0,78
Perceived ease of use 4 0,94 0,91
Customer relationship1_General computer use 2 0,87 0,72
Customer relationship2_Sales activities 5 0,90 0,86
Internal coordination 5 0,79 0,71
Salespersons performance 4 0,91 0,87
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Table 5  Cross loadings 
 
 





Customer CR1 Gen. CR2 Internal Perceived Perceived Salesp.
                    orientation comp. Use Sales act. coord. ease of use usefulness perf.
CO 1 0,59 0,09 0,07 0,18 0,22 0,20 0,19
CO 2 0,72 0,11 0,22 0,22 0,28 0,33 0,12
CO 3 0,72 0,19 0,22 0,24 0,42 0,34 0,13
CO 4 0,71 0,21 0,21 0,41 0,51 0,45 0,15
CO 5 0,68 0,19 0,14 0,22 0,37 0,42 0,15
CO 6 0,75 0,14 0,17 0,23 0,44 0,39 0,31
CO 7 0,64 0,15 0,27 0,24 0,20 0,25 0,20
CO 8 0,72 0,12 0,30 0,25 0,31 0,35 0,25
CO 9 0,70 0,20 0,35 0,34 0,46 0,51 0,30
CR1 1 0,18 0,87 0,41 0,34 0,20 0,24 0,05
CR1 2 0,23 0,90 0,34 0,42 0,25 0,26 -0,02
CR2 1 0,27 0,45 0,79 0,45 0,27 0,29 0,12
CR2 2 0,25 0,42 0,79 0,44 0,14 0,20 0,08
CR2 3 0,29 0,34 0,86 0,41 0,18 0,30 0,06
CR2 4 0,31 0,29 0,83 0,42 0,24 0,30 0,08
CR2 5 0,18 0,20 0,75 0,38 0,12 0,20 0,26
IC 1 0,17 0,20 0,42 0,60 0,08 0,15 0,04
IC 2 0,04 -0,08 0,19 0,39 0,04 0,04 0,14
IC 3 0,29 0,31 0,48 0,75 0,17 0,26 -0,04
IC 4 0,38 0,47 0,35 0,79 0,44 0,38 0,14
IC 5 0,23 0,23 0,34 0,71 0,28 0,28 0,20
PEOU 1 0,45 0,19 0,16 0,24 0,84 0,57 0,34
PEOU 2 0,48 0,21 0,18 0,36 0,91 0,60 0,27
PEOU 3 0,50 0,22 0,22 0,35 0,88 0,58 0,33
PEOU 4 0,51 0,28 0,28 0,40 0,92 0,66 0,35
PU 1 0,18 0,07 0,17 0,21 0,29 0,56 0,42
PU 2 0,48 0,24 0,28 0,32 0,52 0,87 0,35
PU 3 0,48 0,24 0,26 0,35 0,55 0,85 0,27
PU 4 0,47 0,28 0,28 0,32 0,67 0,80 0,23
SPP 1 0,06 -0,01 0,00 0,09 0,14 0,26 0,78
SPP 2 0,26 0,03 0,17 0,18 0,30 0,29 0,91
SPP 3 0,28 0,00 0,08 0,14 0,30 0,33 0,86
SPP 4 0,30 0,01 0,15 0,07 0,42 0,41 0,81
Customer CR1 General CR2 Sales Internal Perceived Perceived Salespersons
                    orientation computer use activities coordination ease of use usefulness  performance
Customer 
orientation
0,69       
CR1 General 
computer use
0,23 0,88      
CR2 Sales 
activities
0,33 0,42 0,81     
Internal 
coordination
0,39 0,43 0,52 0,66    
Perceived 
ease of use
0,54 0,26 0,24 0,39 0,89   
Perceived 
usefulness
0,55 0,28 0,33 0,39 0,68 0,78  
Salespersons 
performance




4.3 Results structural model 
 
After establishing the reliability and validity on measurement scale in this part the structural paths of 
the hypothesized model that was presented in paragraph 2.4 is evaluated. 
 
4.3.1 Hypotheses testing 
 
An overview of the tested hypotheses is presented in table 7, including the corresponding path 
coefficients, the t-values and the significance levels (p-value), indicating whether the hypothesis can 
be supported or not. The t-values were computed on the basis of 5000 bootstrapping runs.  
To test if the individual hypothesis were supported by this research the t-values of the hypothesis were 
tested to different significant levels. For the tests a significance level of 5 per cent with a t-value of 
1,98 and a significance level of 1 per cent with a t-value of 2,62 was used.  
 
Table 7  Results structural model 
 
 
The results are based on the obtained data from 182 respondents who filled in the questionnaire. The 
hypotheses 3a, 5, 6, 8a, 9, 10 and 11 were not supported because they could not be supported at a 
significance level of 5 per cent. Hypotheses 3b, 4 and 8b are supported at a significance level of 5 per 
cent and all the other hypotheses, i.e. 1, 2, and 7 are supported at a significance level of 1 per cent. 
 
Customer orientation affects Perceived usefulness positively (ß=0,25; t=3,72) and also has a positive 




t- value p-value Conclusion
1 CO ! PU 0,25 3,72 < 0,01 Supported
2 CO ! PEOU 0,54 10,62 < 0,01 Supported
3a CO ! CR1_General computer use 0,09 0,96 > 0,05 Not supported
3b CO ! CR2_Sales activities 0,22 2,54 < 0,05 Supported
4 CO ! Internal coordination 0,21 2,49 < 0,05 Supported
5a CR1_General computer use ! Salesp p. -0,09 1,03 > 0,05 Not supported
5b CR2_Sales activities ! Salesp p. 0,11 0,86 > 0,05 Not supported
6 Internal coordination ! Salesp p. 0,14 1,13 > 0,05 Not supported
7 PEOU ! PU 0,54 9,19 < 0,01 Supported
8a PU ! CR1_General computer use 0,17 1,68 > 0,05 Not supported
8b PU ! CR2_Sales activities 0,23 2,47 < 0,05 Supported
9 PU  ! Internal coordination 0,18 1,93 > 0,05 Not supported
10a PEOU ! CR1_General computer use 0,09 0,85 > 0,05 Not supported
10b PEOU ! CR2_Sales activities -0,03 0,35 > 0,05 Not supported
11 PEOU ! Internal coordination 0,15 1,48 > 0,05 Not supported
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effect on the Customer relationship2_Sales activities dimension of SFA usage (ß=0,22; t=2,54) as well 
as on the Internal coordination dimension of SFA usage (ß=0,21; t=2,49). 
Perceived ease of use has a significant and positive effect on Perceived usefulness (ß=0,54; t=9,19). 
And also Perceived usefulness is positively influenced by the Customer relationship2_Sales activities 
dimension of SFA usage (ß=0,23: t=2,47). 
 
4.3.2 Results estimated model 
 
The introduced research model in paragraph 2.4 is represented in figure 3, including the supported 
hypotheses and the relevant patch coefficients. The broken lines in the figure represent the 
hypotheses that cannot be supported (p-value > 5 per cent). 
The red bold lines represent the hypotheses that are supported by the research (p-value < 5 per cent 
and p-value < 1 per cent). 
 






Bold red arrows significant 








5.0 Conclusions, discussion and recommendations 
 
The intention of this chapter is to give an explanation of what the findings of this study mean for 
literature and practice. First, a restating of the main purpose of this study and a summarization of the 





The research field of Sales Force Automation technology is considerable and has important 
consequences for many industries. Salespersons however have different motives for using SFA 
technology and according to Legris et al. (2003) there are many factors that influence the use of 
technology. 
In this study the conceptual model of Eggert and Serdaroglu (2011) has been extended with customer 
orientation as an antecedent of system usage. Customer orientation is claimed to play an important 
role leading to effective implementation of SFA (Pullig et al., 2002).  
As far as can be seen customer orientation has never been tested as an antecedent that drives SFA 
usage dimensions before and therefore consequently the next problem statement was formulated: 
 
To what extent does customer orientation influence Sales Force Automation Usage and sales 
persons’ performance? 
 
Eleven hypotheses were formulated and tested with the aid of a quantitative study within the Dutch 
electrical installation industry. After closing the electronic e-mail questionnaire, all data were loaded in 
SPSS 19 for statistical purposes and the hypotheses were evaluated with the Partial Least Squares 




















5.2.1 Implications for theory 
 
In contrary to the findings of Eggert and Serdaroglu (2011) this study shows that the customer 
relationship dimension as well as the internal coordination dimension of SFA usage does not affect 
salesperson performance (H5a/H5b) and (H6). The research model of this study assumes a linear 
relationship between SFA usage and Salespersons’ performance. It could be that a non-linear 
relationship exists on salespersons’ performance as a result of the use of SFA. Although the use of 
SFA results in several benefits, like higher responsiveness and better professional behaviour of the 
salesperson (Boujena et al., 2009) it is not fully clear how customers perceive these benefits and what 
impact SFA has on customers (Buttle et al., 2006). An interesting question is whether the supposed 
benefits of SFA usage affect customer satisfaction? Kano et al. (1984) indicate the importance of 
basic features (or dissatisfiers) for customer satisfaction. In order to meet their service demands 
customers simply expect the presence of the basic features (Kano et al., 1984). On the one hand 
customers will not be more satisfied when the basic features are being improved. On the other hand 
they will be dissatisfied when the basic features are not present. Galloway (1999) stated that If a 
salesperson or company is not able to meet the minimum service levels this will lead to dissatisfaction, 
while a very high level of service will not generate greater satisfaction. A possible explanation for the 
lack of a significant relation between the use of SFA and salespersons' performance could be that the 
Hypothesis Conclusion
1 Customer orientation has a positive effect on perceived usefulness (PU). 1 is supported
2 Customer orientation has a positive effect in ease of use (PEOU). 2 is supported
3a Customer orientation has a direct, positive effect on the customer relationship dimension1 (General computer use) of SFA usage. 3a is not supported
3b Customer orientation has a direct, positive effect on the customer relationship2 (Sales activities) dimension of SFA usage. 3b is supported
4 Customer orientation has a direct, positive effect on the internal coordination dimension of SFA usage. 4 is supported
5a Using SFA as a customer relationship1 (General computer use) tool affects salespersons performance positively. 5a is not supported
5b Using SFA as a customer relationship2 (Sales activities) tool affects salespersons performance positively. 5b is not supported
6 Using SFA as an internal coordination tool affects salespersons performance positively. 6 is not supported
7 Perceived ease of use (PEOU) will have a positive effect on perceived usefulness (PU). 7 is supported
8a Perceived usefulness (PU) will have a positive effect on the customer relationship1 (General computer use) dimension of SFA usage. 8a is not supported
8b Perceived usefulness (PU) will have a positive effect on the customer relationship2 (Sales activities) dimension of SFA usage. 8b is supported
9 Perceived usefulness (PU) will have a positive effect on the internal coordination dimension of SFA usage. 9 is not supported
10a Perceived ease of use (PEOU) will have a positive effect on the customer relationship1 (General computer use) dimension of SFA usage. 10a is not supported
10b Perceived ease of use (PEOU) will have a positive effect on the customer relationship2 (Sales activities) dimension of SFA usage. 10b is not supported
11 Perceived ease of use (PEOU) will have a positive effect on the internal coordination dimension of SFA usage. 11 is not supported
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supposed benefits as a result of SFA usage are the minimum demands and requirements of the 
customer. Consequently this will not result in more satisfied customers and will not affect 
salespersons’ performance positively. 
Another explanation for the outcome could be that the examined target group (i.e. the electrical 
installation industry) in general is a project driven business with a transaction-oriented sales approach. 
It could be that salespersons’ performance is less dependent on customer relationship tasks and 
internal coordinating tasks in a project sales driven environment and therefore consequently are 
contributing less to sales persons performance compared to industries where a project or transaction-
oriented sales approach is not applicable.  
 
In line with the findings of Eggert and Serdaroglu (2011) hypothesis 9 cannot be supported. Perceived 
usefulness appears not to affect the internal coordination dimension of SFA usage, indicating that 
perceived usefulness does not drive the internal coordination dimension of SFA usage behaviour. 
Salespersons who find SFA useful might use SFA technologies for their internal coordination tasks to 
a certain extent, regardless of their perception of usefulness. 
 
Although previous research has demonstrated that perceived ease of use has a positive impact on 
attitude, which in turn has a significant impact on the intention to use SFA technology (Jones et al., 
2002; Robinson et al., 2005a; Robinson et al., 2005b) also the next hypotheses are not supported. 
Perceived ease of use has no impact on the internal coordination dimension of SFA usage (H11).  
This implies that salespersons will not only use SFA technologies for the internal coordination and 
administrative tasks when they find that the system is easy to use but will use SFA technology to a 
certain extent anyway. This outcome is contrary to the findings of Eggert and Serdaroglu (2011) who 
demonstrate that perceived ease of use is significantly related to the internal coordination dimension. 
Further, this study shows that perceived ease of use has no influence on both customer relationship 
dimension of SFA usage (H10a/H10b). This might indicate that perceived ease of use of SFA 
technology does not fully drive the customer relationship dimension of SFA usage behaviour. 
Consequently, this could imply that salespersons will not only use SFA systems for supporting their 
customer relationships when they find the SFA systems easy to use but also will use the SFA systems 
to a certain extent anyway. 
 
The following 6 hypotheses in this study are significant and were therefore supported. 
Customer orientation has a significant impact on perceived usefulness (H1). 
Thus customer orientation as a shared value on an organizational level leads to higher commitment 
for using SFA applications by salespersons. This is in line with the findings of Klein and Sorra (1996) 
who determined that the commitment towards the effective use of SFA technology could be influenced 
by the perceived fit between shared values within an organization and the characteristics of 
technologies. As a result salespeople working in customer-oriented organizations may rely on and 
tend to report higher levels of perceived usefulness for SFA technologies.  
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The perception of High customer oriented salespersons to make them more competitive by their 
computer usage may indicate that they are now capable of focusing on providing “customer delight” 
(Keillor et al., 2001). 
 
Customer orientation has a strong and significant impact on perceived ease of use (H2). 
As expected salespersons working within a customer oriented organization benefit from SFA systems 
and may also find SFA systems very useful. Easy to use features seem to encourage salespersons to 
participate and use SFA systems. This finding could be explained by the statement of Schillewaert et 
al. (2005) who posit that there is a much higher chance that individuals discover useful system 
functionalities when colleagues heavily use SFA technology. Salespersons’ belief that using a 
technology requires little effort could possibly be strengthened in a highly customer oriented 
environment because colleagues are able to influence their beliefs and behaviours by providing 
relevant information or support (Thompson et al., 1991).  
 
Customer orientation is shown to have a direct and positive impact on the customer relationship2 
(Sales activities) dimension of SFA usage (H3b) and Customer orientation is also shown to have a 
direct and positive influence on the internal coordination dimension of SFA usage (H4). 
According to Engle and Barnes (2000) the salespersons tasks related to direct sales activities differ 
from the internal related tasks. This study is the first to demonstrate that customer orientation as an 
external factor drives SFA usage in different ways, i.e. customer relationship and internal coordination. 
Han et al. (1998) state that an organization with a high degree of customer orientation will likely 
facilitate innovation in administrative areas in order to serve customers better. The outcome of this 
study is in line with their findings and suggests that customer orientation will lead to the use of SFA 
technology by salespersons. Salespersons feel more or less obliged to use sales technologies no 
matter how useful or how easy SFA is perceived by them. 
 
Perceived ease of use appears to have a solid relationship to perceived usefulness (H7).  
This finding is consistent with previous research (E.g. Davis, 1989; Schepers and Wetzels, 2007; 
Eggert and Serdaroglu, 2011). Radner and Rothschild (1975) stated that the easier a system is to 
interact with, the less effort will be needed to operate it, and the more effort one can allocate to other 
activities. Salespersons who find that SFA technologies are easy for them to use will have more 
chance of applying more sophisticated SFA applications that can be useful for them (Eggert and 
Serdaroglu, 2011). 
 
Further, perceived usefulness is shown to have a positive influence on the customer relationship2 
(Sales activities) dimension of SFA usage (H8b) indicating that perceived usefulness of SFA 
technology drives the customer relationship dimension of SFA usage behaviour. This outcome implies 
that salespersons finding SFA useful in order to support their customer relationships will use SFA 
when they believe this will support them in order to accomplish the sales task and helps them to 
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achieve sales targets and enhance their performance. This finding is in line and was also 
demonstrated in previous studies (Robinsons et al., 2005b; Eggert and Serdaroglu, 2011).  
 
5.2.2 Implications for practitioners 
 
Organizations should be aware that investments in SFA are worthless without the use of it by the 
sales force. Consequently, one of critical issues for successful implementation of SFA is motivation of 
SFA usage (Hunter and Perreault, 2007). To ensure that SFA technologies are being used by 
salespersons sufficiently, management has to play a proactive role in the acceptance of the 
technologies, by supporting and encouraging the sales teams to use the SFA systems.  
Furthermore, it is important that general management promotes a culture where every individual within 
the organization supports their colleagues and that useful functionalities provided by the SFA 
technology are being shared amongst each other. 
One of the findings in this study is that perceived usefulness drives the customer relationship 
dimension. It is therefore important that organizational management shows the real value of how SFA 
can manage customer relationships to the rest of the sales organization. 
 
5.3 Limitations and recommendations for future research 
 
Like every other research, in this case there are also certain limitations to mention. 
First, all the presented results are exclusively based on the data collected from the target population 
that consisted of Dutch sales organisations working in the electrical installation industry. 
The economical recession is the cause of difficult times within this industry. Furthermore the sales 
approach within the electrical installation industry is almost entirely project driven. These 
circumstances may have influenced the outcomes of this research significantly. Other industries and 
also other countries, might a have different needs and sales requirements and therefore salespersons 
working in other industries and or countries might differ significantly from salespersons working in the 
Dutch electrical industry (Moncrief, 1986). Cultural influences for instance may affect the usage of 
SFA, by which the results may differ per country (Chen and Park, 2004). The findings in this study 
therefore have to be interpreted with some caution. 
A second limitation concerns the homogenous sample used in this study. The sample population 
consisted entirely of salespersons working exclusively for suppliers and wholesalers within the Dutch 
electrical installation industry. Also including salespersons from other kinds of companies working in 
the same industry for data collection would contribute to the generalizability in this industry of the 
results. Future study should therefore try to replicate this study in other settings to see if the findings 
apply to a more broad population.  
A third limitation is caused by self-evaluation when measuring salespersons performance and SFA 
usage. Sales managers or colleagues may perceive the performance of the salespersons quite 
differently. Although self-evaluation seems to be accepted by researchers (E.g. Behrman and 
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Perreault, 1982; Jaramillo et al., 2005; Singh, 1998) it is a major methodological weakness. Objective 
verifiable sales performance data and SFA usage data must be obtained wherever possible in order to 
validate the findings. 
A fourth limitation is that the sample is rather skewed in favour of male salespersons and that no 
individual characteristics are being considered in this study. Older workers for example as well as 
women have more negative perceptions about a given technology and use it less frequently than 
younger workers and men do (Morris and Venkatesh, 2000). Buehrer et al. (2005) and Keillor et al. 
(1997) found that younger salespersons are more positive towards the use of technology, as in the 
case of Eggert and Serdaroglu (2011). Furthermore, more experienced salespersons gain the least 
performance benefits from using SFA (Ko and Dennis, 2004). Because of this the results must be 
approached with some caution.  
 
The research model supposed in this study assumes a linear relationship between SFA Usage and 
the performance of Salespersons. It might be possible that a non-linear relationship exists on 
salespersons’ performance and the use of SFA. According to Boujena et al. (2009) SFA should also 
have an impact on the customer. In this context it is interesting to know how the customer perceives 
and benefits from the use of sales technology. Future research could examine the benefits and the 
perspectives of SFA use for customers. 
 
Technology usage is influenced by other variables that could be tested as additional antecedents of 
the SFA usage dimensions as proposed by Eggert and Serdaroglu (2011). According to the research 
of Pullig et al. (2002) customer expectation, for instance, is proposed to play an important role leading 
to effective implementation of SFA technology. Future research could find out how the customer 
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Appendix A  Review of main SFA usage outcomes 
 
Author(s)   Year Orientation  Impact level  Key finding         Outcome 
 
Cronin and Davenport  1990 Customer + Improved internal efficiency + Affects of automation are multidimensional, impacting sales performance, quality of service  positive 
    Organization Customer relationship + and corporate culture (E.g. better customer communication, better time management, improved 
      Sales efficiency/Productivity knowledge management). 
 
Keillor, Bashaw and   1997 Customer   Customer relationship  SFA facilitates the development of buyer-seller relationships.    positive 
Pettijohn    
 
Schafer    1997 Organization Sales efficiency/productivity When SFA has adopted successfully, the use of SFA tools can help to increase sales by 15-35%. Positive 
  
Rivers and Dart   1999 Organization Sales efficiency/productivity SFA can increase the overall quality of the sales effort by increased available selling time, enhanced positive  
         Communication, and faster access to relevant and timely information.    
         Relatively few variables appear related whether or not the organization will realize any actual negative 
         benefits from SFA investments. 
 
Engle and Barnes   2000 Organization Sales efficiency/productivity Clear relation between SFA usage and salespersons performance.   Positive 
 
Morris and Venkatesh  2000 Organization Improved internal efficiency Older workers as well as women have more negative perceptions about a given technology  negative 
         and use it less frequently than younger workers and men do. 
 
Erffmeyer and Johnson 2001 Customer + all   Improved customer communication, access to information for organization and   positive  
    Organization    customers, improved record keeping activities and faster revenue generation.    
         Respondents belief that better planning and training would have helped them   negative 
         to solve most SFA problems. 
 
Morgan and Inks   2001 Organization Internal collaboration  The sales force will not accept an SFA system and use the technology without having the perception  negative 
         of a real advantage. To tackle this problem, management must focus on the advantages of SFA use.  
 
Schillewaert and Ahearne 2001 Organization Sales efficiency/productivity Salespersons who integrate different information technology tools into the sales activities can positive 
         Significantly improve the sales performance. Furthermore salespersons can reduce time spent 
         on non-selling tasks, such as scheduling sales calls, updating customer records. 
  
Pullig, Maxham and Hair 2002 Organization Improved internal efficiency SFA technology leads to internal synergies in serving the customer and offering better value-adding positive 
         service through the ability to share information between departments in the company. 
 
Speier and Venkatesh  2002 Organization Sales efficiency/productivity Technology and SFA tools can generate excessive within-salespersons conflict that results in negative 
         significant organizational costs. Financial costs but also losses of valued employees. 
 
Wright and Donaldson  2002 Organization Improved internal efficiency + Biggest impact of Sales information systems is in developing mailing lists, producing sales reports, positive 
      Customer relationship + contact management and sales cycle tracking. 
      Sales efficiency/Productivity Failure of measurement achievement in regard to the strategic SFA objectives.   negative 
 
Ahearne, Srinivasan and 2004 Organization Sales efficiency/productivity The worst performing sales representatives either have very little or a large amount of interaction negative 
Weinstein         with the SFA software. 
  
Ko and Dennis  2004 Organization Sales efficiency/productivity Salespersons expertise moderates the relationship between SFA use and sales performance. Positive 
  
Ahearne, Jelinek and Rapp 2005 Organization Sales efficiency/productivity Implemented sales force automation without proper training and support will negatively affect negative  
         performance. Surprisingly this was not the case in their sample. Findings suggest that poor training  
has a negative impact on salespersons performance. 
User support moderates the relationship between SFA use and sales efficiency and effectiveness. positive 




Appendix A  Review of main SFA usage outcomes 
 
Author(s)   Year Orientation  Impact level  Key finding         Outcome 
 
Gohman, Guan, Barker 2005 Organization Sales efficiency/productivity SFA minimises the time salespersons spent on routine, repetitive and easily automated tasks  positive 
and Faulds         (e.g. call reports, sales reports).  
 
Hunter and Perreault   2006 Organization Sales efficiency/productivity Salesperson’s technology orientation has a direct impact on internal role performance, and it affects positive 
         performance with customers through effective use of information and smart selling behaviors. 
 
Jelinek, Ahearne, Mathieu  2006 Organization Sales efficiency/productivity Longitudinal survey provides evidence that the usage of sales technology tools enhances job positive 
and Schillewaert        performance 
        
Ahearne, Hughes and  2007 Organization Sales efficiency/productivity Salespersons who integrate IT tools into their activities can improve their performance and can positive 
Schillewaert         achieve underlying efficiency gains and information-based benefits, sales skills and behaviors.  
 
Moutot and Bascoul   2008 Organization Improved internal efficiency + SFA implementation in CRM processes include a mostly negative affect of SFA reporting and  negative  
      Sales efficiency/productivity conflicting and globally positive affects of SFA call planning and product configuration.  Positive 
 
Boujena, Johnston and 2009 Customer  Customer relationship + Direct affects of SFA usage on information and communication processes in sales   positive 
Merunka       Internal collaboration  activities as well as indirect affects on relational outcomes. 
         Main benefits for customer focuses on customer interaction frequency, salesperson   
         professionalism, responsiveness and quality of relationship. 
 
Eggert and Serdaroglu  2011 Organizational + Customer relationship + Sales technology can support both externally focused tasks toward managing customer relationships positive 
    Customer  Improved internal efficiency + and internal administrative tasks.        
      Internal collaboration  Sales managers should not force technology usage.     negative






















































Appendix C Questionnaire 
 
 
Comments made by test group on content and appearance initial questionnaire: 
• Make use of page separation in order to create more transparency. 
• Show progress in percentages. 
• Mention telephone number in cover letter for questions. 
• Use question marks for the statements of the question ‘De aanwezige verkoopinformatie 
systemen binnen onze organisatie:’ and ‘In vergelijking tot mijn collega’s binnen onze 
organisatie scoor ik met betrekking tot:’. 






























Appendix D Items and measurement scales 
 
Construct Item Sources and measurement 
scales 
Customer Orientation 1. We have regular routine or regular 
measures of customer service. 
2. Our product and service development 
is based on good market and customer 
information. 
3. We know our competitors well. 
4. We have good sense of how our 
customers value our products and 
services. 
5. We are more customers focused than 
our competitors. 
6. We compete primarily based on 
product or service differentiation. 
7. The customer’s interest comes always 
first, ahead of the owners. 
8. Our products and services are the best 
in the business. 
9. I believe this business exists primarily 
to serve customers. 
 
Despandé, Farley, and 
Webster (1993). 
 
Five-point Likert scale: 
1 = Strongly disagree 
2 = Disagree 
3 = Neither agree/nor 
disagree 
4 = Agree 
5 = Strongly agree 
Perceived Usefulness 1. Using our SFA system helps me to 
increase my sales. 
2. Using our SFA Application enhances 
my effectiveness in my job. 
3. Using our SFA program in my job 
increases my productivity. 
4. I find our SFA system useful in my job. 
Davis (1989). 
 
Five-point Likert scale: 
1 = Strongly disagree 
2 = Disagree 
3 = Neither agree/nor 
disagree 
4 = Agree 
5 = Strongly agree 
 
Perceived Ease of Use 1. My interaction with our SFA system is 
clear and understandable. 
2. I find it easy to get the SFA system to 
do what I want it to do. 
3. I find our SFA system easy to use. 
4. Learning to operate our SFA system is 




Five-point Likert scale: 
1 = Strongly disagree 
2 = Disagree 
3 = Neither agree/nor 
disagree 
4 = Agree 


















I use my computer… 
1. To serve customers. 




I use my computer… 
1. To identify most important customers 
from the list of potential customers. 
2. To plan selling activities. 
3. To prepare sales calls. 
4. To analyse call and sales data. 
5. To record and retrieve customer call 
information. 
 
Eggert and Serdaroglu 
(2011). 
 
Five-point Likert scale: 
1 = A few times a month 
      or less 
2 = Once a week 
3 = A few times a week 
4 = About once a day 













Note: An Exploratory Factor Analysis of the construct “Customer Relationship” produced two 
different components. Because of this the original construct was divided into two separate 

















Internal Coordination I use my computer… 
1. To learn about our existing and new 
products. 
2. To report travel expenses to 
headquarters. 
3. To receive information from, or provide 
information to, my manager. 
4. To coordinate activities with my team 
members. 
5. To develop my sales skills. 
 
Eggert and Serdaroglu 
(2011). 
 
Five-point Likert scale: 
1 = A few times a month 
      or less 
2 = Once a week 
3 = A few times a week 
4 = About once a day 




In comparison to my peers in my 
company… 
1. Generating sales volume. 
2. Increasing market share. 
3. New account development. 
4. Servicing existing customers. 
 
Avlonitis and Panagopoulos 
(2005). 
Behrman and Perreault 
(1982). 
 
Five-point Likert scale: 
1 = Strongly below average 
2 = below average 
3 = Neither below average/nor   
      above average 
4 = Above average 








Survey 1  Survey 2  Sum   
Sex Frequency Percent Frequency Percent Frequency Percent Cum. percent
Female 21 25,00% 28 28,57% 49 26,92% 26,92%
Male 63 75,00% 70 71,43% 133 73,08% 100,00%
Total 84 100,00% 98 100,00% 182 100,00%
Age
Survey 1  Survey 2  Sum   
Age Frequency Percent Frequency Percent Frequency Percent Cum. percent
18 - 35 years 13 15,48% 13 13,27% 26 14,29% 14,29%
36 - 45 years 41 48,81% 33 33,67% 74 40,66% 54,95%
46 - 55 years 25 29,76% 29 29,59% 54 29,67% 84,62%
55 - 65 years 5 5,95% 23 23,47% 28 15,38% 100,00%
Total 84 100,00% 98 100,00% 182 100,00%
Sales Experience
Survey 1  Survey 2  Sum   
Sales Experience Frequency Percent Frequency Percent Frequency Percent Cum. percent
5 years or less 9 10,71% 10 10,20% 19 10,44% 10,44%
06 - 10 years 17 20,24% 6 6,12% 23 12,64% 23,08%
11 - 15 years 15 17,86% 29 29,59% 44 24,18% 47,26%
16 - 20 years 17 20,24% 13 13,27% 30 16,48% 63,74%
21 - 25 years 15 17,86% 26 26,53% 41 22,53% 86,27%
26 years or more 11 13,10% 14 14,29% 25 13,74% 100,00%
Total 84 100,00% 98 100,00% 182 100,00%
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Appendix F Descriptive Statistics items 
 
Items Mean Std. Deviation
Item          
loading t-value Skewness Kurtosis
Customer orientation 1 4,01 0,86 0,59 8,03 -0,84 0,58
2 4,01 0,80 0,72 13,13 -0,53 -0,12
3 4,29 0,68 0,72 20,97 -0,65 0,21
4 4,29 0,66 0,71 18,83 -0,39 -0,75
5 4,21 0,73 0,68 16,11 -0,43 -0,71
6 4,15 0,70 0,75 22,49 -0,31 -0,58
7 4,06 0,76 0,64 13,94 -0,49 -0,10
8 3,93 0,80 0,72 16,01 -0,14 -0,88
9 4,25 0,69 0,70 16,30 -0,48 -0,42
Perceived usefulness 1 3,97 0,75 0,56 8,35 -0,58 0,84
2 4,34 0,66 0,87 38,13 -0,50 -0,71
3 4,40 0,67 0,85 40,67 -0,90 0,60
4 4,53 0,62 0,80 27,02 -0,95 -0,11
Perceived ease of use 1 4,19 0,70 0,84 37,21 -0,47 -0,19
2 4,02 0,76 0,91 59,97 -0,11 -1,07
3 4,03 0,79 0,88 41,25 -0,33 -0,67
4 4,15 0,76 0,92 81,53 -0,33 -0,97
Customer relationship1 1 4,60 0,61 0,87 15,64 -1,26 0,53
2 4,37 0,76 0,90 20,07 -0,96 0,18
Customer relationship2 1 3,89 0,94 0,79 18,72 -0,38 -0,64
2 3,97 0,90 0,79 19,45 -0,45 -0,69
3 3,88 0,83 0,86 27,95 -0,43 0,00
4 3,78 0,88 0,83 20,76 -0,33 -0,34
5 3,64 0,89 0,75 12,87 0,01 -0,81
Internal coordination 1 3,37 0,97 0,60 5,60 -0,10 -0,62
2 2,63 0,87 0,39 2,67 0,18 0,14
3 3,92 0,75 0,75 9,82 -0,34 -0,12
4 4,29 0,84 0,79 12,16 -1,03 0,34
5 3,36 0,85 0,71 8,94 -0,02 -0,43
Salesperson performance 1 3,93 0,61 0,78 4,95 -0,12 -0,14
2 3,86 0,66 0,91 7,49 0,04 -0,44
3 4,07 0,62 0,86 7,49 -0,05 -0,40
4 4,11 0,66 0,81 6,51 -0,12 -0,67
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Appendix G Reliability Analysis 
 
Customer orientation
Item Mean Std. Dev. Alpha
1




Our product and service development is based on good 
market and customer information.
4,01 0,80
3
We know our competitors well.
4,29 0,68
4




We are more customer focused than our competitors.
4,21 0,73
6








Our products and services are the best in the business.
3,93 0,80
9
I believe this business exists primarily to serve customers.
4,25 0,69
Perceived usefulness
Item Mean Std. Dev. Alpha
1
Using our SFA system helps me to increase my sales.
3,97 0,75 0,78
2




Using our SFA program in my job increases my productivity.
4,40 0,67
4
I find our SFA system useful in my job.
4,53 0,62
Perceived ease of use
Item Mean Std. Dev. Alpha
1




I find it easy to get the SFA system to do what I want it to do.
4,02 0,76
3
I find our SFA system easy to use.
4,03 0,79
4












Customer relationship1_General computer use
Item Mean Std. Dev. Alpha
1
I use my computer: To serve customers.
4,60 0,61 0,72
2




Item Mean Std. Dev. Alpha
1
I use my computer: To identify most important customers from 
the list of potential customers.
3,89 0,94 0,86
2
I use my computer: To plan selling activities.
3,97 0,90
3
I use my computer: To prepare sales calls.
3,88 0,83
4
I use my computer: To analyse call and sales data.
3,78 0,88
5




Item Mean Std. Dev. Alpha
1








I use my computer: To receive information from, or provide 
information to my manager.
3,88 0,83
4




I use my computer: To develop my sales skills.
3,64 0,89
Salespersons performance
Item Mean Std. Dev. Alpha
1
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